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Abstract 
This paper presents partial results of research based on consumer preferences when shopping for food. It is focused on retirees, 
their ways of choosing suitable grocery store for them and on their purchases as well. The main objective of this paper is to 
determine how these consumers are influenced by various factors before, during, and after the purchase and how these facts are 
reflected in their future decisions about store choice. The next objectives are to compare their behavior to other segments of 
consumers in Czech Republic, determine which segments are influenced by various factors and compare these influences to the 
other segments and describe these variations. Define which parameters are crucial for older consumer when choosing his grocery 
store.  
The results are based on questionnaire survey conducted within the period from 2011 to 2013 on a sample of 4835 respondents 
from the Czech Republic, via online questionnaires. For the data collection the questionnaire system ReLa, developed by the 
Department of Marketing and Trade at Faculty of Business and Economics at Mendel University in Brno, was used. Data was 
processed with statistical software STATISTICA (ver. 10). Additional data were gained from a survey of the income situation of 
households and their living conditions – project EU-SILC (European Union Statistics on Income and Living Conditions) – using 
a unified EU methodology. The results show that retired consumers have substantially different patterns of behaviour on food 
market in Czech Republic than segments in younger age groups. 
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1. Introduction and literature review 
Demographic segmentation is the most popular basis for segmenting customer groups. Distribution by age, 
gender, family size, family life cycle, income, occupation, education, religion, race or nationality is elementary 
component of any consumer behavior research (Kotler, 2007). Needs, aspirations and desires of consumers are 
changing frequently in close association with these variables; therefore, it is necessary to segment on a different 
basis. This paper is a part of long term research which deals with consumer food shopping behavior and choosing 
his grocery store and it’s focused on demographic differences, especially age. In any purchase decision we are 
processing information. Store choice is recognized also as a cognitive process. The choice of retail mix elements is 
for vendors crucial (Milosavljevic, 2011).  
Researchers have identified numerous factors which are influencing the store choice of various consumers. 
Morschett et al. (2005) summarise these factors as a product quality, assortment, price, one stop purchase, speed and 
quality of service and the atmosphere of the in-store experience. Briesch (2009) points to importance of overall 
comfort of customers during the purchase process. Arnold, Ma and Tigert (1978), Arnold Oum, and Tigert (1983), 
Arnold, Roth and Tigert (1981), and Arnold and Tigert (1982) found a great impact of customer convenience on the 
process of choosing the store compared to the price of food assortment itself, etc. Finn and Louviere (1996) found 
that low price is for 86 % of consumers crucial for switching in store choice. In this paper we present results which 
confirm both impacts (price and customer convenience) as in Zeithaml (1988) adding that differences could be 
found in consumer’s age profile. 
The current income situation of older people in the Czech Republic is a very hot topic. Seniors are segment, 
which is developing very dynamically and this fact also brings with it a financial burden for every developed 
country that solves these problems through social policies. Pensioners (without economic activity) are persons 
receiving pensions from the social security system (old-age, disability, survivor's) or persons of retirement age that 
were not eligible to receive pensions and they had not a job at all or their working activity had only limited extent 
(CZSO, 2013). Due to a very generous system of social policy in the European Union the financial burden is fairly 
large. (Razin, Sadka, Swagel, 2002). There are some groups of seniors who have fallen under the poverty line and 
their survival is for that of great concern (Sak, Kolesárová, 2012). It is necessary to analyze the income situation of 
seniors in as much detail as possible.  
The information from CZSO shows that compared to 2010, the number of old age pensioners increased more 
than 80,000. In total there are over 2,340 thousands of pensioners in the Czech Republic2. Demographic aging is the 
objective reality of the entire developed world. In the vast majority aging is a result of low fertility of women not 
ensuring simple reproduction of the population (aging in the age pyramid) and also due to increase in life 
expectancy. Czech Statistical Office processed in January 2012 an updated study of population projections to the 
year 2100, which warns that without immigrants the population of the Czech Republic will decreases to its half3.At 
present the economic situation of the majority of seniors is at a good level. We could say that it is definitely better 
than it was for previous generations, and also than it will be in the future. However, there are groups who are under 
the poverty line, and for these groups it's a complicated survive and have a good living conditions. In the future, this 
group of seniors will grow. It's important to know how to find out the right results about living situation, because 
there are so many ways how to figure that out (Sak, Kolesárová, 2012). Wolff (2009) states that there are four 
common measures for the standard of living – gross domestic product, net national product, total personal income 
and total personal disposable income. In this article we use total personal disposable income. Economic analysis is 
most effective if focused on a clearly defined group, such as households (Stutely, 2011). 
 
 
2 In: http://www.mpsv.cz/cs/12950 
3 In: http://www.czso.cz/csu/tz.nsf/i/kulaty_stul:_starnuti_obyvatel_ceske_republiky_prezentace20120131 
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Of the total population of the Czech Republic there are 22.27 % of pensioners4, i.e. consumers in age group 65+. 
This means that almost every fourth customer of any grocery store is a pensioner. Producers, distributors and food 
retailers should therefore know how these customers behave on the food market on the basis of criteria of choosing 
their grocery store. There are very few studies on this topic and no similar to this one in the Czech Republic. This 
paper provides a sober insight into this issue. How retirees shop for food? How do they choose their store? What 
factors influence their choices the most? In what ways is their behavior different from other age groups of 
consumers? Answers to these questions will help food retailers to better target these customers,create better 
marketing communicationto them and direct them for their stores. 
Quality is a major criterion and according to our research most important parameter for consumers in the food 
retailing. In as much as 86% of cases customers may prefer other retailers due to decreasing quality of grocery 
offering by current store. Food quality problems can reduce revenues of retailer by up to 15 % (Xiaojun, 2012). Also 
consumers are able to change their decisions very quickly according to their current situation. It is crucial for 
retailers not to underestimate every little detail inside the store because customers can change their opinions in as 
little as a third of a second (Milosavljevic, 2011). 
2. Objectives and methodology 
This paper presents results of primary research which is focused on preferences of Czech consumers when 
shopping for food and making their store choice. The main objective of this paper is to determine how older 
consumers (retirees) are influenced by selected factors them before, during, and after the purchase and how these 
impacts are reflected to their future decisions about store choice. The next objectives are to compare their behavior 
to other segments of consumers in Czech Republic, and to determine how these segments of consumers are 
influenced by sets of factors. The aim is to define which parameters are crucial for older consumer when choosing 
grocery store.  
The primary data were obtained in the period 2011 to 2013 on sample of 4,835 respondents coming from all 
regions of the Czech Republic.Online data collection was conducted via Research Laboratory (ReLA) via the 
Department of Marketing and Trade at FBE MENDELU questionnaire system. After elimination of incomplete 
questionnaires software STATISTICA (v. 10) was used for statistical evaluation of the data obtained. Questions 
(except identification questions) used Likert scale to let respondents express their levels of agreement on a scale of 1 
to 10 (where 10 means “strongly agree”). 
The sample characteristics: 
x In total sample of respondents (4,835) 642 were retirees (13.3 %) 
x Most retired respondents ended with a secondary education and graduated with leaving exam (82.3 %). 
x The two largest groups besides retirees were students (33.2 %) and employees (37.6 %). 
x The most represented age category was 35–54 years (20.1 %), second largest group consisted of age category  
18–24 years (19.1 %) and the third one of respondents in age category between 25–34 years (18.5 %). 
x Men are represented in the sample by 2,225 respondents (43.6 %) and women are represented in the sample by 
2,874 respondents (56.4 %). Retired men are represented by 278 (43.3 %) members in the sample; women by 364 
(56.7 %) leaving both compared age groups with similar relative share in gender. 
x From cities with more than 90,000 habitants there were 18.2 % respondents, 43.0% from cities with population of 
3000 to 89,999, and 38.8 % of respondents live in cities with less than 3,000 inhabitants.  
Besides absolute and relative frequencies, mean, modus, dispersion, standard deviation, coefficients of 
contingency and cluster analysis were calculated. Contingency coefficients are used. Values are between 0 (meaning 
absolutely no relationship between values) and 1 (perfect relationship). Used coefficients in this paper are Pearson 
and Cramer contingency coefficients. Cohen (1988) defined the intervals of evaluation as following: 
x <0–0.3) weak correlation, 
x <0.3–0.5) medium correlation, 
x <0.5–1) strong correlation. 
 
 
4 In: http://www.mvcr.cz/clanek/statistiky-pocty-obyvatel-v-obcich.aspx 
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Cluster analysis is basically aimed at finding groups which have similar variables and involves numerous 
methods and processes (Minařík, 2007). The principle of clustering methods is to use a measure of dissimilarity or 
similarity of various objects and clusters. Cluster analysis sorts all analyzed variables into clusters and captures the 
similarity of variables belonging to the same group on one side and dissimilarity of variables belonging to different 
groups on the other. Euclidean distance is the most widely used measure of dissimilarity. For the purpose of this 
paper we used hierarchical clustering. Visual output of clustering process is expressed by dendrogram. 
Additional data were obtained from SILC (Statistics on Income and Living Conditions), which is mandatory for 
all member states of the European Union. The first data collection took place in 2005 in the Czech Republic under 
the title “Living conditions 2005”. All member states have to follow unified methodology. Within the SILC project, 
attention is not devoted to quantitative data only; also a complex evaluation of living standards is conducted using 
subjective opinions on the “quality of life”. In this paper out percentage of households at the risk of poverty5 will be 
calculated. Since 2005 eight data collections were conducted. The proportion of seniors’ households in the whole 
sample is oscillating around 37–40 %. More detailed information about the number of households involved in 
particular years is presented in table 1. 
Table 1. Number of households involved in the income survey 
Year 2005 2006 2007 2008 2009 2010 2011 2012 
Number of senior households 1,603 2,864 3,841 4,556 3,955 3,575 3,556 3,582 
 
Source: EU-SILC 2005–2012 
3. Results 
3.1. Income situation of retirees 
This paper provides an overview of the income situation of senior households in 2005 and in 2012 in the Czech 
Republic. The following table provides an overview of basic income variables across all households, but also just 
for senior households. Eight-year investigation showed that an average monthly income per equalized senior 
member of the household is around 79 % of the average monthly income for the average household. Value of the 
basic index equalized income rose after eight years by almost 40.06 %. The income of the senior household 
increased even by 46.27 %. Table 2 below provides an overview of the income situation of households in the whole 
country. 
Table 2. Income situation of all households and senior households in the Czech Republic 
Characteristics 2005 2006 2007 2008 2009 2010 2011 2012 
Monthly disposable equivalized income per person SILC 
(in CZK), household of senior 9,520 10,015 10,772 11,519 12,375 13,115 13,439 13925 
Monthly disposable equivalized income per person SILC 
(in CZK) 12,232 12,629 13,620 14,627 15,872 16,496 16,818 17200 
Gini coefficient (seniors) 0.1409 0.1482 0.1428 0.1474 0.1534 0.1514 0.1599 0.1533 
Gini coefficient 0.2456 0.2397 0.2353 0.2296 0.2346 0.2351 0.2397 0.2210 
Poverty threshold (in CZK) 6,300 6,575 7,089 7,679 8,314 8,661 8,813 9,093 
Households at risk of poverty (%) 6.80 6.49 5.97 5.56 6.16 6.50 7.09 6,58 
Households at risk of poverty seniors (%) 4.99 5.20 5.03 5.84 7.48 6.35 7.06 6.26 
 
Source: Authors’  own calculations based on EU-SILC 2005–2012 
 
 
5  which is determined according to the EU definition, as 60% of median income, and income differentiation as well 
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The Gini coefficient indicates information about the income inequality in society. Number of households at risk 
of poverty will be affected according to the average poverty across the country. In 2005 within the whole set the 
number of the households at risk of poverty reached share of 6.80 %, while within the set of senior households the 
number of the households at risk of poverty was only 4.99 %. In 2012, the number of senior households at risk of 
poverty rose to 6.26 %. As we can see the income situation of the senior households was worse year by year and this 
situation should be more investigated further. However, the last year of the survey 2012 shows some improvement 
of living situation of seniors as suggested by their income indicators. 
3.2. Migration between stores 
First point of this article was focused on consumer’s loyalty to grocery store itself. For purpose of this analysis 
the entire sample was divided into the two groups where the distributive key was the age of a respondent. The first 
group represents the retirees and second group the other age groups. The following figure 1 illustrates very 
interesting differences in loyalty of respondents in mentioned age groups. It is obvious that pensioners in most cases 
(42.14 %) have one favorite grocery store where they shop regularly, elsewhere rarely. It is also clear that the most 
frequent motivation for switching the current store are special offers in leaflets, where every fourth respondent 
admits that it’s his key for store switching. Other age groups admit influence of leaflets only in 14.75 % cases and 
more often they have a few favorite stores and switch them regardless of the current offer or go to that one which is 

















Fig. 1. Loyalty to grocery stores 
Source: questionnaire survey, 2011–2013, n = 4835 
Table 3 shows preferences of respondents on flyers and offers visual differences in separate years of this 
research. Popularity of flyers is increasing almost in all age groups. Generally retirees are exploiting flyers the most. 
In almost all age groups popularity of flyers is in time increasing. Czech Republic is a country with a very positive 
relationship to these forms of marketing communication6. According to agency GfK Incoma, only every tenth 
consumer in Czech Republic does not come in contact with any leaflet, almost every fifth consumer is ignoring them 
but 29 % of consumers make their shopping decision with regard to their content. 55 % of retirees purchase their 
groceries following a shopping list, adding just a few products at point of purchase. Retired men are shopping 
mostly without any preparations when compared to women of the same age. We identified a weak dependency on a 
size of the city in which respondent lives (coefficient of contingency = 0.237). Generally retirees in cities with more 
than 90 thousands habitants plan their purchases ahead less than consumers of same age from smaller cities. Loyalty 
 
 
6 In: SHOPPING MONITOR 2012 abstract published by http://www.ceskatelevize.cz/ct24/ekonomika/166824-cesi-miluji-reklamni-letaky/ 
485 Tomáš Netopil et al. /  Procedia Economics and Finance  12 ( 2014 )  480 – 488 
to grocery store is also defined by level of loyalty programs usage. The mean of level of statement acceptance (with 
scale from 1 to 10) of all other respondents reached 4.28 when asking whether they were members of any kind of 
loyalty programs. Retirees reached mean of 5.27, suggesting they are more common members, most of all women 





Table 3. Means of indicated lever of influence of flyers/leaflets in various age groups 
Age 12 to 17 18 to 24 25 to 34 35 to 54 55 to 64 65 and more 
2011 3.34 4.57 4.82 5.59 6.21 7.28 
2012 3.76 4.60 4.57 5.38 6.36 7.34 
2013 4.99 4.63 4.34 5.63 5.56 7.54 
Source: questionnaire surveys, 2011 n = 2338, 2012 n = 2111, 2013 n = 710 
3.3. Parameters influencing store choice 
The results of 642 consumers from age group over 65 were compared to previous results7 and results of whole 
sample of 4835 respondents. Differences between these groups are fascinating. Especially significant differences in 
final order of parameters influencing store choice between results of retirees and other age groups have been 
discovered. First and perhaps most interesting findings is that retirees are much more sensitive to an easy orientation 
inside the store tan others age groups. 
To better understand the table 4 it is necessary to follow values of means of consumer levels of statement 
acceptance8. Numbers (means) with superscript indicate the order of importance for all respondents. Blue, green and 
red indices next to variables (statements) in first column explain their shifts on scale of importance for retirees as 
compared to scale of other respondents.  
For all respondents fresh groceries and their quality are the most important parameters when choosing their 
grocery store. Sinha and Banerjee (2004) observed that shoppers generally have just one, at most two good reasons 
for patronizing a store. Considering this, first positions of parameters in table 4 should be pointing out the most 
important criteria for our respondents. Also in this case we can notice that marketing communication based on these 
facts could be aimed at consumers of any age. Zeithaml (1988) mentions that consumer perceptions of various 
parameters differ in time as a result of added information and changing expectations. Far more important for retired 
consumers is the possibility to navigate easily throughout the store. Also all respondents want to have products 
inside of the store properly marked and tagged and there is no big differences in importance scale across the age 
level. Cleanliness and appearance of the storeas well as suitable location of the store is slightly more important for 
older consumers, connected with proximity to public transport which is the main transport retired people use when 
shopping (63 %) which confirms results of Sinha and Banerjee (2004) identifying overall store proximity as one of 
the main reasons of store choice. Considering that, it is logical that the level of importance of “parking in front of 
the store” dropped by three positions when compared to whole sample of respondents. 
The biggest difference in store choice parameters between retirees and other age groups of respondents is in 
sensitivity to price of grocery products. This corresponds with previous results, where we have discovered that 
retirees are planning their purchases mainly with use of leaflets, which itself already indicates their sensitivity to 
price. Initial results indicating the standard of living of pensioners are also strongly supporting this sensitivity. For 
 
 
7 In: Netopil, T., Kalábová, J., 2013. Marketing communication: loyalty to grocery stores built on flyers. Journal of International Scientific 
Publications: Media and Mass Communication 2, 347-356, ISSN 1314-8028. 
8 As explained earlier in this article,in this case 1-not important, 10 most important 
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marketers, producers and mainly retailers it will be extremely difficult to motivate some retirees to change their 
current store. As mentioned earlier more than 42 % of them shop in one favorite store and results from table 4 show 
that their habit is quite strong. It is the third parameter in scale of absolute difference from other age groups of 
consumers (+1.45). 
We can also observe that retirees have smaller need of wide range of goods and quick services. Second 
mentioned parameter could have some connection to time availability of retirees. Last but not least short waiting 
times at the cash desk is not that important for older customers as well.  
Table 4. Parameters influencing store choice 
Mean Mode 
Whole 
sample Difference Dispersion Deviation 
Fresh goods 0 8.95 10 8.991 −0.04 2.44 1.56 
Quality of the goods offered 0 8.59 10 8.822 −0.23 3.22 1.80 
Easy orientation inside of the store +4 8.57 10 7.897 +0.68 3.14 1.77 
Low prices +6 8.53 10 7.4810 +1.05 4.31 2.08 
Proper marking of goods 0 8.23 10 7.915 +0.32 3.80 1.95 
Suitable location of the store +2 8.19 10 7.888 +0.31 4.92 2.22 
Cleanliness and appearance of the store +2 8.17 10 7.809 +0.37 3.83 1.96 
Sufficient stocks of goods in action +5 7.84 10 6.7712 +1.07 5.88 2.42 
Short waiting times at the cash desk −6 7.56 10 8.123 −0.56 4.81 2.19 
Polite and friendly sellers +1 7.49 8 6.8611 +0.63 4.71 2.17 
Habit +4 7.40 10 5.9515 +1.45 5.51 2.35 
Wide range of goods −8 7.33 8 7.944 −0.61 4.37 2.09 
Quick services −7 7.33 8 7.896 −0.56 4.98 2.23 
Current offers in leaflets +3 7.21 10 5.1717 +2.04 8.67 2.94 
Offers Czech or local goods −1 7.16 10 6.6414 +0.52 6.15 2.48 
Easy solving of reclamations and compl. −3 6.64 10 6.7713 −0.13 7.48 2.74 
Proximity to public transport stop +1 5.24 1 4.8318 +0.41 14.19 3.77 
Free bags +2 5.13 1 4.1120 +1.02 11.39 3.37 
Parking in front of the store −3 4.46 1 5.9216 −1.46 13.18 3.63 
Possibility to pay with vouchers −1 2.49 1 4,1419 −1.65 6.15 2.48 
Source: questionnaire survey, 2011-2013, n = 4835 (whole sample) n =642 (Retirees)  
The results of cluster analysis in Figure 2 below show that for our respondents quality of food is closely linked 
with freshness of goods. This cluster connects to easy orientation inside of the store and its cleanliness and 
appearance. Habits of customers link to suitable location of the store. As mentioned earlier fast services and short 
waiting times at the cash desk are not so important for retired customers, and these two variables have a close 
relationship, as we can see in the figure. It is interesting that possibility to get free bags is not even slightly 
connected to sensitivity on price level of groceries. Another cluster consists of proper marking of food (especially 
price), cleanliness and appearance of the store and easy orientation inside of the store which then connect to cluster 
with the most important parameters for customers – freshness and quality of the goods. 
  



















Fig. 2. Parameters influencing store choice 
Source: questionnaire survey, 2011-2013, n = 4835 
4. Conclusion 
Based on the results of analyzes of income it is appropriate to deal with segment of seniors in more detail. 
Perhaps surprisingly disposable income of senior households grows at a faster rate than of the rest of population. 
Results show that their standard of living in 2012 slightly improved. Retired people tend to have one favorite 
grocery store where they shop regularly. They pay more attention to leaflets and current special offers than other age 
groups. They are more likely to do their purchases following their shopping lists. One of the most important factors 
influencing there store preference is the ease of orientation and navigation inside the store. For seniors, just like for 
any other age group, it is important whether a store offers fresh and quality food products. Available parking next to 
the outlet is one of the factors that have a lower significance to seniors than to younger customers, as well as their 
demands of fast services and short waiting times at cash registers. 
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